This study explores the depiction of local culture in the Indonesian websites of English and American companies operating in Indonesia. The objective is to evaluate if the websites have been adapted to the local culture of Indonesia. Content analysis was employed in the analysis utilising an instrument applied in many similar types of research on website content analysis. Results of the study suggest that more effort is needed by the foreign companies to adapt their websites to this local cultural environment, particularly with regards to the cultural dimensions of high context, collectivism and power distance.
Introduction
The use of the internet has grown exponentially since its introduction in the early 1990's, and more recently emerging markets have seen a pronounced expansion in internet use. Indonesia, in particular, has seen the number of internet users rise from 89 million in 2015 to 104 million in 2017 (Statista, 2018) and prompted in part by the rapid adoption of the smartphone. According to Statista (2018) , the number of internet users in Indonesia is expected to climb to 134 million users in 2022 reaching more than half of the population in one of the world's largest online markets.
Indonesia was chosen not only because of its large number of online users but also because of its increasing importance in the region. Indonesia has the largest economy in Southeast Asia totalling 930 billion USD GDP per annum and a large and growing population of 260 million (World Bank 2018) . The country is also a member of the G-20, and classified as a newly industrialised economy, very much in the same category as India and China (World Bank, 2018) .
In the era of the World Wide Web, the most popular method for businesses to access online users is through websites. Businesses use websites to disclose organisational details, disseminate pertinent information, build strong relationships and interact with stakeholders (Cyr & Trevor-Smith, 2004; Chiou et al., 2010; Shin et al., 2015) . However, communicating with online users via websites can be difficult because of the influence of national culture on such communications. applied instrument developed by Nitish Singh. Over the years and multiple studies, the framework has been empirically validated and determined to be reliable Singh & Matsuo, 2004; Singh et al., 2006; Chun et al., 2015) .
This study is particularly important as it fulfills the need for cultural research in the Indonesian context and thus meet a gap in Indonesian website understanding relating to cultural adaptation of websites. The explosive growth in the use of the internet and the dramatic rise of e-commerce in the region have only added urgency to this type of study in the country.
Literature Review
International businesses are faced with an important issue when attempting to reach out to online users; namely, should businesses internationalise or localise their primary online presence, their websites? Here, localization refers to the process of adapting websites to the needs and demands of local consumers, including local language, symbols, numerals and other local cultural preferences . Standardization, on the other hand, refers to the idea that the websites of a company should have a similar look and feel to promote consistency and convenience, and hence much less effort for the web-designer and company (Cyr & Trevor Smith, 2004) .
Much research has been conducted in seeking to evaluate and understand the effects of cultural communication cues within web design. Some of these studies have focused on web design elements such as layout, structure, navigational links and visuals (Cyr, 2013) . Other studies have concentrated on the underlying cultural values and beliefs that influence the designs .
Regardless of the focus, almost all the research found that cultures vary in their preferences for website design and content. Badre (2000) finds that online users tend to favour websites that exhibit familiar cultural markers such as colours, pictures, symbols, rituals, heroes or values that denote their unique culture. Similarly, Luna et al. (2002) note that websites that adapt to local culture are more lucid and accessible, facilitating local users' approval. Baack and Singh (2007) , Hsieh (2014) adds that websites that incorporate local cultural elements would also be more usable. That is, the websites would be better able to communicate with users.. Trust in the company and message of the website has also been shown to be a product of culturally compatible elements within the site. Bartikowski and Singh (2014) , point out that culturally adapted websites generate positive user attitudes and trust. Further, Cyr (2013) , Pengnate & Sarathy (2017) and Thorpe (2016) linked culturally congruent websites to user trust, user satisfaction and loyalty. All in online users are more likely to visit and remain on websites that are culturally appropriate and culturally sensitive (Barber & Badre, 1998) .
With these benefits in mind, many international businesses have localised their websites . Some of them furnishing multiple websites, by building customised websites for the different markets or regions in which they work. They may also develop websites for each market and each product line offered. However, Cyr and Trevor Smith (2004) note that international companies often do not do enough in adapting their websites to local culture. They point out that many international businesses seldom go beyond translating the language or delivering primary graphical interfaces with local designs while distinctive cultural elements such as values, beliefs, customs, and symbols are ignored. This paper aims to examine the depiction of local culture on the Indonesian websites of English and American companies in Indonesia. The focus of this study is thus to determine if the websites have adapted to local culture. This paper also plans to provide greater insight and recommendations on developing culturally adapted websites for the Indonesian market.
First, some background on the meaning of concepts applied regarding culture and the dimensions applied in the study. There are many definitions of culture. The most common definitions include references to variations in attitudes, values, beliefs and behavioural norms. Hofstede (2001) for example, describes culture as mental programming or how a group of people think, feel and behave. Culture has long been the subject of extensive studies. Moreover, some frameworks or models have been developed to explain differences in culture. While Hall and Hall (1990) explore differences in communication styles, Kluckhohn and Strodtbeck (1961) , Hofstede (2001) and Trompenaars (1996) examines differences in values and beliefs.
Nonetheless, the most popular and most utilized model is that of Hofstede's value dimensions. This model is based on Hofstede's study on 176,000 respondents, working in IBM offices all around the world. The model asserts that cultures differ with regards to their inclination toward collectivism, power distance, uncertainty avoidance and masculinity (Hofstede, 2001 ).
The components, called cultural dimensions utilized are defined below along with the predicted relative intensity between Western and Indonesian culture and hypothesis development: ass.ccsenet.org Asian Social Science Vol. 14, No. 12 2018 Collectivism dimension relates to social orientation. Collectivist cultures emphasise group while individualist cultures prioritise the individual. The collectivist believes that it is best to maintain close ties with group members while the individualist believes in more independence. The collectivists believe that it is best to close ranks and work together with group members to survive and compete in the world they live in (Hofstede, 2001; Trompenaars, 2012) . note that websites that value the collective group will promote the family, community work, group discussions and programmes that encourage loyalty. In contrast, websites that value the individual will endorse individual achievement, self-reliance, and self-recognition, with an emphasis on the uniqueness of the product sold. Indonesian culture is inherently much more collectivist than Western culture and this research should reflect the differences in the website cultural cues. Hypothesis 1 embodies this notion:
H1 The Indonesian websites of US and English companies should display higher collectivism than their local Websites in Western countries.
Individualism dimension relates to the importance placed on the individual (Hofstede 1980) . Individualistic cultures focus on individual interest and individual goals whereas collectivistic cultures focus on group interest and group goals (Triandis et al., 1995) . Western cultures are inherently much more individualistic than Indonesian culture and this research should reflect the differences in the website cultural cues as per Hypothesis 2.
H2 The Indonesian websites of US and English companies should display lower individualism than their local Websites in Western countries.
Uncertainty avoidance dimension relates to ambiguity or uncertainties (Hofstede, 1980) . While high uncertainty avoidance cultures deem uncertainties as risks to avoid, low uncertainty avoidance cultures embrace uncertainties as challenges to overcome. Cultures differ in their tolerance for uncertainty and ambiguity. High uncertainty avoidance cultures view uncertainties as threats . Whilst low uncertainty avoidance cultures deem uncertainties as barriers (Hofstede, 2001 ). Reinecke and Bernstein (2011) showed that users from high uncertainty avoidance cultures would prefer more formal and organised navigational links so that they would not get disoriented. In addition to navigational links, note that websites that integrate uncertainty avoidance would display comprehensive user support, contact information, company details and accurate use of local language . And on this dimension Western cultures score higher than most Asian cultures including Indonesia, reflecting their more risk-averse nature. The relationship is embodied in Hypothesis 3 H3 The Indonesian websites of US and English companies should display higher uncertainty avoidance than their local Websites in Western countries.
Power distance dimension refers to the distribution of social power (Hofstede, 1980) . While low power distance cultures support equality and fairness, high power distance cultures accept and respect the hierarchical ladder. On this dimension, Western cultures score low while Indonesia is high. Cultures differ in their beliefs on power distribution. High power distance culture tolerates if not respects differential power. Low power distance culture, on the other hand often insists on equality and egalitarian practices. High power distance culture believes that observing formal rules and hierarchy will keep peace and harmony which is most important (Hofstede, 2001 ). note that websites that embrace high power distance will emphasise organisational hierarchy, formal titles and many images of high ranking and influential people in the organisation. Websites that espouse low power distance, on the other hand, will highlight fair play and level playing ground. Hypothesis 4 captures the predicted relationship.
H4 The Indonesian websites of US and English companies should display higher power distance than their local Websites in Western countries.
Masculinity refers to masculine values (Hofstede, 1980) . Masculine cultures emphasise ambition, achievement, and advancement, whereas Feminine cultures prioritize quality of life, relationships and security (Triandis et al. 1988 ). Indonesian culture is more feminine than the masculinised Western culture, and the relative intensity of dimensions found in the websites of each culture should reflect this. Cultures vary on their views on gender and social roles. Masculine cultures highlight competition, achievement, and clear gender roles. On the contrary, feminine cultures stress close relations, harmony and ambiguous gender roles (Hofstede, 2001 ).
Tsikriktsis (2002) proffers in his study that masculine cultures tend to have higher expectations for website quality, specifically regarding interactivity and design. (Gudykunst et al. 1996) . Hall and Hall (1990) further refer to users from High Context cultures rely more on trust with significant others and thus expect less detailed information. Hall and Hall (1990) also note that the same users have a strong preference for visuals and graphics. indicated that websites that integrate High Context would employ lots of bold colours and visual images, and use flowery language to show politeness and humility. These concepts are embodied in by the following two Hypotheses, H6 and H7.
H6 The Indonesian websites of US and English companies in should display lower levels of low context than their local Websites in Western countries.
H7 Indonesian websites of US and English companies should display higher levels of high context than their local Websites in Western countries.
These are summarised in the next section.
Hypotheses
The primary objective of this study is to examine if and how much of local culture has been incorporated into the Indonesian websites of English and American companies operating in Indonesia. To measure cultural depiction a widely adopted method of coding developed by Singh et al. (2003) , is employed. Singh's coding sheet will be used to calculate the cultural scores of the Indonesian and domestic websites of English and American companies. The scores obtained will subsequently be compared with published Hofstede's value dimension scores on Indonesia, England and the United States.
This paper proposes that there will be some adaptation; that there will be some differences in scores between the domestic and Indonesian websites of English and American companies. More specifically, compared to their domestic websites, the Indonesian websites of English and American companies will display higher levels of high context, collectivism, power distance and uncertainty avoidance; and lower levels of low context, individualism and masculinity. This study will investigate this proposition by reviewing seven hypotheses that correspond to the five value or cultural dimensions that make up the Singh et al. (2003) 
Method
Content analysis has been used to study everything from print media to advertising and marketing content. More recently it has been used to study websites, blogs, Facebook entries and other online content. Neuman (2007) notes that content analysis is a useful technique for analyzing any text-based content. , Singh and Matsuo (2004) , in turn, notes that content analysis has become a very well-established tool for objectively examining communication content including websites.
This study uses the content analysis method to evaluate the cultural content of Indonesian and domestic websites of English and American companies. Singh et al. (2003) provided a comprehensive framework for studying cultural content on the web utilising content analysis. The framework requires the use of a coding sheet that incorporates seven cultural dimensions and 35 coding categories.
The Indonesian and domestic websites of English and American companies served as samples for this study. The companies come from Forbes list of global companies (2017). However, only companies that have translated their Indonesian websites into the local language, Bahasa Indonesia were chosen. The research team reviewed a total of 82 websites, of these, the team only analysed 40 websites written in the local Bahasa Indonesian language. These websites met the local language requirement of the study. As mentioned, the unit of analysis is the websites and all the pages in the websites were analysed for cultural content using the coding sheet developed by Singh et al. (2003) and . 
Discussion
The results show that the English and American companies have made a considerable effort in adapting their Indonesian websites to local culture. Three of the seven hypotheses proposed are well supported. Compared to their domestic websites the foreign companies' Indonesian websites displayed lower individualism, masculinity and context. These are cultural characteristics that should be minimized to remain culturally relevant in Asia.
Nevertheless, more adaptation is required. Four hypotheses relating to key cultural dimensions which define differences between Anglo-Western and Asian cultures remain unsupported. Compared to their domestic websites the foreign companies' Indonesian websites displayed lower Collectivism, Power Distance, Uncertainty Avoidance and High Context. These cultural characteristics should be raised rather than lowered to suit cultural sensitivities in Asia.
The results only reveal the difficulty of adapting the foreign companies' Indonesian websites to local culture. Hofstede (2001) notes that Asian and Western cultures can think and act very differently. They will have very different ideas on what makes a good website. Hence, to reach the target market, localization of web content is most important. Various studies indicate that web content and design must be sensitive to local culture (Bartikowski & Singh, 2014; Cyr, 2008) . The findings of this study suggest that more needs to be done to localize the Indonesian websites with regards to language and cultural characteristics.
Regarding language, the author reviewed 82 Indonesian websites of English and American companies operating in Indonesia. Only 40 of the companies had developed their websites in the local language. Most of the foreign companies that had websites in the Indonesian language focused on the local consumer as the end user.
Companies that focused on businesses, on the other hand, were more likely to maintain their websites in English. Similarly, product-based businesses are more likely to translate their websites than service-based businesses.
The English and American companies' inclination towards using English in their Indonesian websites corresponds with earlier studies (Singh & Boughton, 2005; Robbins & Stylianou, 2003) . Unlike Anglo companies, non-Anglo companies, however, had no qualms in using multiple languages and multiple websites to reach different markets. Local Indonesian sites, for example, tend to have a mix of Bahasa Indonesia and English. The English language is used because of its popularity and its status as a global language. To better compete, the Anglo companies may have to rethink their focus on the English language.
With regards to context, many websites are rather direct. They focused on telling it 'like it is.' Little effort is taken to be discreet and polite, a fundamental attribute of both collectivistic and high context cultures like Indonesia (Hall, 1976) . For example, direct comparisons can sometimes be made with lesser quality locally made products. This can often be seen as arrogance and can offend local consumers. To avoid upsetting local sensitivities companies are advised to maintain a balance between self-promotion and humility to maintain good relations with the local community (Kim, 2002) .
With references to collectivism, group and familial themes were mixed. Some of the company's websites were peppered with pictures of families and employee teams. Other websites were more likely to display pictures of individual achievement and recognition. Beyond pictures, however, few companies made an effort to build communities and generate a sense of belonging which is critical in collective, group-based countries like Indonesia (Gudykunst, 1996) . The exception was companies like KFC and Mcdonalds that organized regular events to build links with the communities around them.
Further, a lot of the foreign company's Indonesian websites were word based with limited number of visuals, a key feature of individualistic, low context cultures. According to Hall and Hall (1990) individualistic, low context cultures like to have lots of data and facts before making decisions. In contrast, collectivistic, high context cultures prefer colors and pictures . Additionally, the Indonesian consumer may be less interested in information than with trust. Dinev and Hart (2005) note that high uncertainty avoidance cultures like Indonesia, value trust and security more than low uncertainty avoidance cultures.
Here is where community chats and discussion groups can play a bigger role. Although useful for interacting and building trust with online users, only a few of the websites utilize chat rooms and discussion boards. The exceptions were information technology companies such as Microsoft, Apple, and HP. The IT companies used the discussion forums rather successfully to address customer queries and provide support for their products and build trust.
Referring to Power Distance, pictures of international executives from headquarters are readily available on the company's Indonesian websites. The photos are available from embedded links to the foreign companies' domestic website. However, photos of local management personnel are much harder to find which may disappoint the local consumer. In hierarchical Indonesia, status, positions and responsibilities are essential (Hofstede, 2001 ). The local populace will like to see who is charge of the Indonesian unit of the company, and to whom they can they look to address their queries and complaints.
The foreign companies home websites are more comprehensive, compared to their Indonesian equivalent. High regulatory environment in the company's home country, demand that their domestic websites contain detailed financial and management information. There is no such legal requirement, however, for their Indonesian websites. Some of the Indonesian sites are rather scanty, missing executive profiles, important financial information, mission, vision and purpose, and focusing primarily on sales and promotion. Nevertheless, the missing information is vital as it can help the websites build credibility and trust. The missing information may also explain the fundamental differences in cultural characteristics between the foreign companies' domestic and Indonesian websites.
Conclusion and Implications
This study is on cultural adaptation of websites in Indonesia, There is a dearth of studies of this type in this developing but economically vibrant country. This study attempts to address this deficit. The focus of this study is to find out if the Indonesian websites of major multinational companies depict local cultural values. This study notes that many of the foreign companies have localized, that is, they have taken the effort to incorporate local cultural values and norms, but they are not doing it enough or not doing it right.
This study confirms previous studies that companies have begun to understand the importance of localizing their websites (Singh et al., 2006; Bartikowski & Singh, 2014) . For the most part, it is not appropriate or effective to provide a standardized online presence, as it is not sensitive to local cultural norms and values. Moreover, incorporating local cultural values will only afford the companies' concern a valuable competitive advantage over their competitors. Nonetheless, more work needs to be done in this regard.
This study provides insights on how companies can better adapt their Indonesian websites to local culture. Gommans et al. (2001, p. 51) note that websites should always be adapted to local conditions, but any 'adaptation should be based on a complete understanding' of local culture. Singh et al. (2003) framework for incorporating cultural elements has proven useful in this regard. According to Singh et al. (2003) framework, cultural elements relating to high, context, collectivism and high power distance need to be reviewed and emphasised in the foreign company's Indonesian websites to appropriately match local cultural sensitivities.
Additionally, the framework needs to be changed a little to incorporate social media. More companies are using both websites and social media to reach out to the local consumer. The majority of the companies investigated have linked their Facebook, Instagram and Linkedin Accounts to their websites. Facebook, in particular, has become a viral medium of communication for companies. It provides a means for customers to interact with the company. At the same time, companies can update customers with pertinent information and activities in real time (Kavoura, 2014; Mangold & Faulds, 2009; Shin et al., 2015) . Hofstede (2001) notes that cultures do change, albeit slowly, hence the application of national cultural dimension to aspects of the website and other forms of communications remains highly relevant. Likewise, Chun et al. (2015) , note that the rapid pace of modernization enveloping many emerging countries today do not change their core culture, they merely add another layer of cultural complexity. Thus, to be effective, communications approaches adopted by companies via websites or other means must be cognizant of the popular technologies and prevailing cultural norms.
Limitations
This study provides insights on how the foreign companies adapted their Indonesian websites. This study also provides insights on how the companies can better adapt their Indonesian websites to suit local cultural sensitivities. There are, however, several limitations associated with this study.
This study only focused on cultural values and norms under Hofstede (1980) and Hall (1990) cultural variability model. That is Singh et al. (2003) framework only takes into account cultural values and beliefs that may influence website design. Future studies can include language, colors, layout, structure, navigational links, multimedia and visual representation (Cyr & Trevor Smith, 2004) . Additionally, this study only focuses on one country, Indonesia. A multi-country study on how international companies adapt their websites to local culture may be appropriate.
There is also a need to study other cultures with different values and also economic and technological progress. Cyr (2013) notes that website preferences do not only vary based on culture but also on economic and technological advancement. Similar cultures with different economic and technological progress would invariably exhibit very different preferences.
Additionally, this study focuses on foreign companies' Indonesian websites only. A study on the local companies' websites such as Pertamina, WarungKretek would also be relevant in discovering the unique features of the truly local website and how they may differ from the foreign companies' culturally-adapted Indonesian websites.
